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Kesuksesan sebuah bisnis salah satunya ditentukan oleh loyalitas konsumen.  
Penelitian bertujuan untuk menganalisis pengaruh persepsi konsumen terhadap 
kepuasan konsumen, kedekatan emosional terhadap kepuasan konsumen, persepsi 
konsumen terhadap loyalitas konsumen, kedekatan emosional terhadap terhadap 
loyalitas konsumen, kepuasan konsumen terhadap loyalitas konsumen, pengaruh 
persepsi konsumen terhadap loyalitas konsumen melalui kepuasan konsumen, 
pengaruh kedekatan emosional terhadap loyalitas konsumen melalui kepuasan 
konsumen. 
Penelitian merupakan penelitian explanatory. Subjek penelitian adalah 
konsumen PT. ASB dengan jumlah sampel sebanyak 120 orang. Pengumpulan  data  
dilakukan menggunakan instrumen kuesioner. Teknik analisis data menggunakan 
SEM (Structural Equation Modelling). 
Berdasarkan hasil penelitian maka dapat disimpulkan bahwa persepsi 
konsumen dan kedekatan emosional berpengaruh langsung terhadap kepuasan 
konsumen maupun loyalitas konsumen. Kepuasan konsumen berpengaruh langsung 
terhadap loyalitas konsumen. Persepsi konsumen dan kedekatan emosional 
berpengaruh terhadap loyalitas konsumen melalui kepuasan konsumen. 







One of the successes of a business is determined by consumer loyalty. The 
study aims to analyze the influence of consumer perceptions of customer 
satisfaction, emotional closeness to customer satisfaction, consumer perceptions of 
consumer loyalty, emotional closeness to consumer loyalty, customer satisfaction 
with consumer loyalty, influence of consumer perceptions of consumer loyalty 
through consumer satisfaction, the influence of emotional closeness to consumer 
loyalty through customer satisfaction. 
Research is an explanatory research. The research subjects was consumers of 
PT. ASB with a total sample of 120 people. Data collection was carried out using a 
questionnaire instrument. Data analysis techniques using SEM (Structural Equation 
Modeling). 
Based on the results of the study, it can be concluded that consumer 
perceptions and emotional closeness directly affect consumer satisfaction and 
consumer loyalty. Consumer satisfaction directly affects consumer loyalty. Consumer 
perception and emotional closeness affect consumer loyalty through consumer 
satisfaction. 
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